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Objectives 


. Develop programs with direct appeal to males 21-25 

. Integrate the new Southern Comfort thematic 
“Take It Easy” in all consumer initiatives 

• Increase the brand's exposure on-premise 
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Strategies 


. Make life a little bit better/easier for the target audience 

* Literally embody the “Take It Easy” attitude in all 
consumer initiatives 

• Implement a field marketing unit to oversee on-premise 
activity and develop an on-premise extension/application 
for all consumer marketing programs 
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Approach 


. Identify key Southern Comfort markets for heavy-up 
activity to test brand’s ability to “face” target audience 
where they work, live, play and purchase 
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Creative Elements 


National programs easily tailored to specific local markets 
and that complement one or more of the primary lifestyle 
pillars of a young man (socialization, sports, music) 

SoCo Rocks 

. The ultimate local music concert featuring the music 
“owned” by target audience - emerging local bands and 
the local bands that have made in nationally 
. It involves consumers through balloting 
. It’s a low dough show (tickets are $5) 

• It's green - benefits local environmental causes 
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Creative Elements 


Take It Easy Guide 

. A pocket guide to the hottest restaurants, bars, vintage clothing 
stores, CD stores and professional sports schedules 

. Written by and for people who know (based on a survey 
of hundreds of local consumers in their twenties) and 
distributed in the places they go 

. Offered in print form and via Internet site (http://www.Southern 
Comfort.com) 

Alumni Club 
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A series of on-premise events and parties held in association 
with young college alumni groups 

Focus on popular events: college football and basketball games 
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Tactics 


SoCo Rocks 

. Drafted key industry leaders from Capricorn Records, Tower 
Records, Pollstar magazine. Rolling Sto ne magazine, San 
Francisco Weekl y. Boston Phoenix , Ill i n ois Entertainer and 
Widespread Panic (contemporary band) to consult on program 
development/execution 

. Maximize usage occasions associated with program through 
pre-concert balloting and on-premise promotions 

. Build brand's database through national 1-800-SoCo-Rocks 
hotline for consumer balloting and concert info 
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Tactics 


SoCo Rocks 

. Establish tie-in with local radio station with high following among 
target demographic 

. Extend impact through publicity efforts geared towards media 
popular with people in their twenties 

. Produce collateral materials that promote events and communicate 
the “Take Tt Easy” message; provide to key lifestyle outlets (e.g. 

Tower Records, local bars) 

. Stage concert at outdoor venue to create festival atmosphere and 
attract thousands of consumers 

• Raise money for earth island institute (recognized recently for 
establishing the “Free Willy” — Keiko Foundation) 

. Make all concerts 21+ shows to extend responsible drinking 
message 
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_ Results _ 

. Goal: Increase Southern Comfort on-premise sales/depletions 
in heavy-up markets: 

Key markets reporting 1% - 12% growth in on-premise sales 
(this represents thousands of cases for the brand) 

. Goal: Get consumer involved in Southern Comfort programming: 

More than 2,000,000 consumers have been involved since 
January 1994 


Goal: Build positive relationships with on-premise accounts 
in key markets: 

Assisted in establishing relationships with 500+ accounts popular 
with twenty something crowd 


ZCU068I1702 


© 1996 


Public Relations Worldwide 


m ■ r LIUllL, l\CldUUIIO v*um 

Edelman 


CONSUMER MARKETING 


Source: https://www.industrydocuments.ucsf.edu/docs/hgpn0004 


Results 
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Goal: Generate publicity in publications popular with target 
demographic: 

Generated more than 20,000,000 media impressions via twenty 
something outlets 

Goal: Contribute to charities important to Southern Comfort's 
audience: 

Have donated thousands of dollars to Aids Foundation, Earth 
Island 

Institute and Clean Air Fund (Fy *95) 
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Results 


“I would have to rate Soco Rocks as perhaps the best of its kind... it's well 

conceived, developed and executed. ” 

- Capricorn Records executive 


“The Southern Comfort take it easy guide is one of the most successful 
public relations vehicles I ve seen to date ” 

- Chicago Reader, National Sales Manager 

"... these are by far the best promotions that I have been apart of in my six 
years at Brown-Forman and both the distributors and the retail accounts 
involved would agree with me. These programs bring everyone involved 
together and the big winner is the consumer. ” 

- Local B-F Salesperson 
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